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UNIVERSITY OF MONTANA, SCHOOL OF BUSINESS 
BMKT 480 -  MARKETING MANAGEMENT (3 credits), FALL 2014
Dr. Nader H. Shooshtari Office Hours:
Office: GBB 302 Monday and Wednesday
Phone: 243-6701 9:30-11:00 am & by Appointment
E-Mail: nader.shooshtari@umontana.edu
REQUIRED Materials: Power Point slides/lecture outlines, assigned readings and related course documents will be 
posted on Moodle.
Course Objectives: This course is designed to utilize the concepts and tools that students have learned in
previous marketing classes in solving real-life marketing problems. Prerequisites for this class include: BMKT 325, BMKT
337, BMKT 342, and BMKT 343.
Specifically, the course objectives include:
1. Enhance your understanding of the marketing management process, leam to make marketing decisions and 
develop your ability to formulate marketing strategy, including the trend toward sustainability and green 
marketing; business organizations can no longer afford to ignore the impact of business and marketing 
decisions on the enviromnent.
2. Further develop your research skills: collecting and analyzing pertinent market and financial data and making 
sound decisions and recommendations based on the analysis
3. Continue to develop your oral and written communication skills, working toward standards of professionalism 
expected in the business world today.
4. Improve your interpersonal skills and ability to work effectively in teams.
Students completing this course will develop two critical business skills:
1. The ability to develop and write a coherent, internally consistent marketing plan, based on a sound 
situation analysis and specifying marketing strategies that will enable an organization to reach 
identified objectives.
2. Manage client relationships and make professional presentations to business clients.
Grading Criteria:___________________________________________ ___________________
Marketing Plan: Written Report 50%
Presentation 10%
Three Exams (10% each) 30%
Class Participation 10%
TOTAL 100%
COURSE GRADES ARE ASSIGNED AS FOLLOWS (grades are not curved):
A 93 or more points
A - 90 to 92.9 points
B + 87 to 89.9 points
B 83 to 86.9 points
B - 80 to 82.9 points
C + 77 to 79.9 points
c 73 to 76.9 points
c- 70 to 72.9 points
D 60 to 69.9 points
F 59.9 or fewer
Exams: No make-ups given unless there are very serious circumstances.
DSS: Reasonable accommodations are available for students who have a documented disability. Please notify me 
during the first week of class of any accommodations needed for the course. All accommodations must be approved 
through the Disability Services for Students (DSS) in Lommasson Center 154, phone: 243-2243.
IMPORTANT NOTE: There are no individual opportunities to do additional work for extra credit in this 
class so make sure you do things right the first time around.
Class Format: Classes will consist of lecture and discussion. Marketing only becomes "real" when we apply the principles 
to actual situations, and we'll do this through class discussions of readings. Therefore. I expect you to attend every class and 
be prepared for the discussion by having read and thought about that day's assignment. Your contribution to class 
discussions will be considered in your class participation grade. It is your responsibility to attend class regularly and arrive 
promptly. Missed classes or arriving late will also result in a loss of points for your participation grade. Attendance will be 
taken regularly. Note that the quizzes will include questions regarding in-class discussions, assigmnents, presentations, and 
videos. Also, you are required to be present during the classes in which the final team presentations are given.
Professional Business Conduct in Class: You are preparing to enter the business world as professionals and to prepare for 
a business career. For more information, students should refer to SoBA Code of Professional Conduct at 
http://www.business.umt.edu/Soba/SoBAEtliics/CodeofProfessiona1Conduct.aspx. This class will provide you an 
opportunity to develop skills necessary for success in the workplace. For example, regular attendance is required in both 
this class and in your future job.
Arrive on time and stay for the entire class (unless excused by me).
Behave with honesty and integrity. Don’t let your team down!
Respect everyone in class and listen openly to their ideas.
Come to class prepared for discussion.
Turn off your cell phone! Do not surf the net while in class! Do not behave in any way that disrupts the 
class; please be a contributor not a detractor.
School of Business Administration/Assessment and Assurance of Learning
The University of Montana’s School of Business Administration is a collegial learning community dedicated to the teaching, 
exploration, and application of the knowledge and skills necessary to succeed in a competitive marketplace.
As part of our assessment process and assurance-of-leaming standards, the School of Business Administration has adopted 
these learning goals for our undergraduate students:
■ Learning Goal 1 -  SoBA graduates will possess fundamental business knowledge.
■ Learning Goal 2 -  SoBA graduates will be able to integrate business knowledge.
■ Learning Goal 3 -  SoBA graduates will be effective communicators.
■ Learning Goal 4 -  SoBA graduates will possess problem solving skills.
■ Learning Goal 5 -  SoBA graduates will have an ethical awareness.
■ Learning Goal 6 -  SoBA graduates will be proficient users of technology.
■ Learning Goal 7 -  SoBA graduates will understand the global business enviromnent in which they
operate.
Academic Integrity: Academic misconduct is any activity that may compromise the academic 
integrity of the University of Montana. Academic misconduct includes, but is not limited to,
deceptive acts such as cheating and plagiarism. Please note that it is a fonn of academic misconduct to submit work that was 
previously used in another course.
“Plagiarism is the representing of another’s work as one’s own. It is a particularly intolerable offence in the academic 
community and is strictly forbidden. Students who plagiarize may fail the course and be remanded to Academic Court for 
possible suspension or expulsion.”
"Students must always be very careful to acknowledge any kind of borrowing that is included in their work. This means not 
only borrowed wording but also ideas. Acknowledgement of whatever is not one’s own original work is the proper and 
honest use of sources. Failure to acknowledge whatever is not one’s own original work is plagiarism.” So, ALWAYS err 
on the side of caution by citing the resources used in preparing your work. Moreover, always use direct quotations for exact 
wording taken from another source.
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All students need to be familiar with the Student Conduct Code. The Code is available for review online at 
http://www.urnt.edu/SA/VPSA/index.cfrn/t)age/1321.
Email
According to University policy, all communication with students will be via official UM email accounts.
Marketing plan team project:
You will work in a team of three or four students to develop a comprehensive marketing plan for one year for a Montana 
business or non-profit organization. Since the marketing plan is the core of what a marketing professional does, going 
through the actual process of developing a plan will provide invaluable experience for you. Work on this project will 
proceed throughout the course, culminating in a written marketing plan and a fonnal presentation to the class and the client 
in the final weeks. Throughout this project, I will be available to provide guidance and react to ideas. Several marketing 
plan check-ins will be required, but you can see me any time in between as needed. Your project grade will be based on the 
quality of the plan your team develops and presents. However, I will adjust your final grade based on your individual 
contribution measured by self and peer evaluations. So, make sure you choose your fellow team members carefully as 
this decision significantly affects your performance in this class.
The marketing plan consists of the following. Students will perform an in-depth assessment of the current status of the 
organization and its enviromnent. Special attention is given to the market: you may engage in primary market research, 
such as customer interviews and competitor observation, in order to identify the factors that drive customer value and 
buying behavior and the competitive advantages and disadvantages of the organization. You are also expected to engage in 
significant secondary market research to learn about the market and the industry. Based on a SWOT analysis of the 
organization, the students will recommend a set of objectives (e.g., customer awareness, and sales), target market segments, 
and the appropriate brand/product positioning for the respective segments. Finally, students will make specific marketing 
mix recommendations in relation to selected market segments. In promotion you are required to develop promotional 
materials and especially encouraged are social media promotions (web sites, blogs, twitter, etc.). You have to assess the 
marketing budget needed for your recommendations and try to stay within the budget of your client organization.
Important Note: In addition to presenting your plan in class, you are also required to give your client both a hard copy and 
an electronic copy of the report and make a fonnal team presentation to your client. You may invite your client to come to 
our class when you present; or, set up a time to go to your client to present and answer questions. You will not receive 
your course grade unless I receive confirmation from the client for the report and presentation. Please prepare two 
professional conics of the report (color, professional bound) -  one for me and one for your client to keep. In addition, 
send both the client and me an electronic copy, and make a black-and-white copy for me to grade and return to your 
team.
Ethical conduct in working with the client:
You act as a business consultant for your client and therefore you must adhere to the highest standards of professional and 
ethical conduct. You are required to stay in regular contact with your client about your progress on the marketing plan and 
must submit weekly, a copy of one email correspondence between your team and your client to me. A few specific points: 
You are not allowed to share data with others outside of your student team and me, unless you have prior 
agreement with the client. That is, treat all information relating to this project confidentially 
You are not allowed to accept a client for your marketing plan if you own, are employed by, or have any other 
relationship with a competing organization 
Do not misrepresent yourself when collecting data for your client 
Do not misrepresent the data you have collected to the client
Presentation - This is your opportunity to present your hard work, creative ideas, and marketing knowledge to your peers. 
Prepare a professional presentation with appropriate visual aids that runs 15 minutes with 5 minutes for questions. Every 
member of your team must be present and play an active role in the group presentation or they will lose their presentation 
points. The presentation will not include all parts of the business plan, but will focus on the important strengths and 
opportunities and subsequent marketing recommendations and implementation. You will present as a marketing consultant 
who has been hired by the company to write a marketing plan. Be creative and dynamic. All marketing presentations have 
the opportunity to be boring, make it interesting -  sell your ideas to your client.
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BMKT 480: CLASS SCHEDULE -  FALL SEMESTER, 2014
Class
Periods
TOPICS COVERED ASSIGNMENTS (always study PP Slides, 
assigned readings).
Aug. 25, 27 Introduction/ Marketing Plan 
overview
Identify clients for Marketing Plan projects 
Teams formed. Readings 1,2 (Aug. 27).
Sept. 1, 3 Marketing Strategy & 
Orientation
Clients selected. Contact clients. 
No class on Sept. 1 (Labor Day)
Sept. 8, 10 Situation and SWOT Analysis, 
Environmental Analysis
Research organization/industry 
Reading 3 (Sept. 10).
Sept. 15, 17 Customer Analysis Research organization/industry 
Reading 4 (Sept. 15).
Sept. 22,24 Financial Analysis in 
Marketing
Financial Exercises
Sept. 29, Oct. 1 Market Assessment Part I: Marketing Situation Analysis due Oct. 1 
Reading 5 (Sept. 29).
Oct.6, 8 Market Segmentation -  
Target Marketing
Exam 1: October 6 (includes material through 
Oct. 1).
Oct. 13,15 Positioning; Competitive 
Marketing Strategies
Formulate Overall Strategy 
Readings 6 ,7 ,8  (Oct. 15).
Oct. 20, 22 Product/ Brand and Service 
Strategy
Formulate Overall Strategy, Reading 9 (Oct. 20). 
Part II: Overall Strategy due October 22
Oct. 27, 29 Readings 10,11 (Oct. 27). Exam 2: October 29 
(includes material from Oct. 6 through Oct. 27).
Formulate marketing plan recommendations
Nov. 3, 5 Integrated Marketing 
Communications
Formulate marketing plan recommendations 
Readings 12,13 (Nov. 5).
Nov. 10, 12 Price Strategy; 
Distribution Strategy
Readings 14,15 (Nov. 10). Part III: Marketing 
plan (4P) recommendations due November 12.
Nov. 17, 19 Sustainability/Green
Marketing
Decide on sequence of team presentations.
Develop appendices. Finalize report 
Readings 16,17 (Nov. 17).
Nov. 24, 26 Thanksgiving Break No class on Wednesday, Nov. 26
Dec. 1, 3 Group Presentations All marketing plan written reports due on Dec. 
1. Presentations begin Dec. 1.
Dec. 9 Exam 3 Exam 3: 8:00-10:00 am, Tuesday, Dec. 9. 
(includes material covered from Nov. 3 through 
end of the semester.
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